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gas range with the exclusive 


extra table-top Storage Cart 





extra work space 
anywhere in the kitchen! 


Women like the Wheel-about 

because it gives them an 

extra table top that 

disappears when not in use 
~ A real step-saver, too, since 

it rolls easily and turns in 

any direction. 





ie 
il 
extra storage space 
within easy reach! 
A large drawer on roller ball 
bearings holds small cooking 
utensils. Two spacious bins 


provide ample storage space 
for cake tins, sauce pans, etc 
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handy cutting-board top! 
A hard-maple, non-warping 
board securely set in the 
cart frame gives the house- 
~y wife a real “butcher's block.”’ 
~ YZ Lifts out for easy washing 








Saves steps... saves work... at the range... the sink, 
the refrigerator ... and disappears when not in use! 





Not since automatic controls has any cooking appliance offered 
such dramatic new impact on the sales floor! 

The range itself is Universal’s famous, fabulous Marlboro 
model with all the great Universal features that have won the 
loyalty of millions of good cooks. But the exclusive new 
biggest combination in Wheel-about cart feature is the big news—the good news for sales. 

Matchless ignition an Backed by a powerful merchandising program, it will be 
Range with the exclusive Vi the most effective store traffic-builder in the business—a ‘‘plus”’ 

ee Tee sales feature that will put Universal dealers farther out front 
than ever in 1952! 


{1 limited number of Unive 
franchises are available in 
ict Today! Be ready to 


CRIBBEN & SEXTON CO. - 700 N. SACRAMENTO BLVD. + CHICAGO 12, ILL. 
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SALES CAMPAIGN 


iieaactenation Utility. Salita Fully 
Coordinated in Big Philadelphia 
Program 





Few, if any, promotion programs 
within the gas industry have approached 
the extent and quality of planning, the 
three-way coordination, and the effec- 
tiveness of the forceful three-months’ 
campaign started during April in Phila- 
delphia to introduce “matchless” ranges 
—with jet-tube ignition. 

The Philadelphia Gas Works Com- 
pany launched the program on April 1, 
in cooperation with Caloric Stove Com- 
pany, Cribben & Sexton Co., and Geo. 
D. Roper Co., manufacturers of the 
three “matchless” ranges that are fea- 
tured. The support of 250 Philadelphia 
dealers and department stores round out 
the three-way campaign—manufactur- 
ers-utility-dealers—to sell thousands of 
the ranges by the end of June. 

The completely automatic  single- 
point, flash-tube ignition of the “match- 
less” ranges was described, by Frank H. 
Trembly, Jr., PGW sales vice president, 
at the preview meeting for the press as 
“the greatest contribution to gas range 
construction and performance since the 
oven heat control was first used more 
than 25 years ago.” 

The initial schedule of local newspa- 
per advertising expenditure by PGW is 
$70,000, to be increased by the tie-in ad- 
vertising of manufacturers, stores and 
dealers. 

Display backgrounds, easelbacked 
cards, window streamers, consumer fold- 
ers, gold seals and badges are provided to 
dealers and stores. 

The utility and the manufacturers are 
offering dealers arrangements for coop- 
erative advertising; they have been 
videly accepted. 

PGW’s regular television programs are 
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As part of the forceful introduction of single-point flash-tube ig- 
nition gas ranges in Philadelphia, started last month and con- 
tinuing through June, the “matchless” Caloric range is launched 
into the program by Sheri Horton, Philadelphia Gas Works dem- 
PGW vice president, and Julius 
Klein, president, Caloric Range Company. 


onstrator, Frank H. Tremby, Jr., 





The Philadelphia “matchless” 


range 
was explained to the press in a pre- 
view of the three-months’ campaign. 
Frank H. Trembly, Jr., PGW vice presi- 





THE PRESS MEETS MATCHLESS RANGES 





dent, is shown talking to press repre- 
sentatives on April 1, with three single- 
point ignition ranges and their new 
features on-stage for demonstrations. 








giving the full treatment to the “match- 
less” ranges and will continue to do so 
throughout the campaign. 

More than 30 special sales training 
clinics have been held for dealers and 
their salesmen. The dealers are partici- 
pating fully in cooking school demon- 
strations that are conducted by the PGW 
home service division. 


In addition to installing demonstra- 
tion ranges in 150 dealer outlets, without 
charge, PGW is installing without charge 
“matchless” ranges purchased by deal- 
ers or their full-time employees. 

The PGW dealer contact staff was ex- 
panded to assure complete and prompt 
servicing of the needs of the dealers who 
are cooperating in the campaign. 
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RESPECTED FOR 
OVER 67 YEARS 


GIVES YOU MORE “SELL” IN 


ROPER 


“AMERICA’S FINEST GAS RANGE” 


A FAMILY FAVORITE SINCE 
“WAY BACK WHEN” 





Improvements galore have been 
made in ROPER Gas Ranges since 
Grandma got her first ROPER dur- 
ing the early days of the century. 
Cie Mitclil-iake) mt icla fl (@) daa ilels 
always been a leader in practical 
product innovations that have later 
become standard on other ranges. 
Down through the years, ROPER 
has consistently been a range of 
the highest quality . .. widely pre- 
ferred by housewives young and 
old. e Why don't you ask about 
the profit opportunities that come 


with a valuable ROPER franchise? 


Alltrol Convenient "Insta-Matic”’ "Bake-Master"’ "*Roper-Glo”’ 
“Center-Simmer” ‘'Staggered’’ Clock Control Cooking Broiler 
Top Burners Cooking Top For Oven Charts Burner 
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Manufacturer-Utility-54 Dealers in These Ads 
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The MATCHLESS 
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Gout Lenet To Gey... Lenet To tentall... Lesat To Operate 


As PRT me pre den the meet mater caper 
el 


Nowe the time to give youre the atumate ie caretrer conking 
nd mete Performa: WHR thu Super Aviomete (ae Range 


THE PHILADELPHIA GAS WORKS COMPANY 








The three-way coordination of the Philadelphia “matchless” 
range campaign includes the related important newspaper 
advertising. This double-page ad, first of a series, is the 
cooperative effort of The Philadelphia Gas Works Com- 
pany, Caloric Stove Company and 54 Caloric dealers. The 
directory type of listing, with local Philadelphia area desig- 
nations at the tops of individual dealer ads, facilitates ref- 


The day after the fourth of these double-page ads ap- 
peared, Caloric Stove Company selected 24 names from 
the Philadelphia telephone book by pushing a pencil be- 
tween pages and then in a similarly random method select- 
ing the specific names. Calls to individuals revealed: sixteen 
had seen the ads; two had attended “matchless” range 
demonstrations; two were planning to attend. 





erence by potential range purchasers. 


Twenty positive reactions out of 24 random calls! 





PGW EMPLOYEES ARE PROSPECTS 
FOR JET SALES AND DISPLAYS 


The employees of Philadelphia Gas 
Works Company are included in the vast 
promotional plan to sell “matchless” 
ranges. 

A letter addressed to all employees de- 
scribed the company’s pioneering posi- 
tion in the development of the new jet- 
ignition system and then high-spotted the 
features of ranges incorporating the sys- 
tem. 

Employees who are interested in pur- 
chasing ranges for their own homes have 
the opportunity to do so at substantial 
savings and get the same free installation 
service that is provided to dealers and 
their full-time sales employees who live 
in Philadelphia. 

A sheet that reemphasized features, 
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such as “no matches .. . no gadgets 

. . no buttons,” accompanied the let- 
ter. A price sheet with comparisons of 
retail installed prices and employees’ 
prices, with a weekly plan, concluded the 
special presentation of the three “match- 
less” ranges. 

The full effect of sales to employees 
will be found in other sales that are in- 
fluenced by those added demonstration- 
displays of the new ranges, to families 
and friends, in the employees’ homes. 





“There are more than 660,000 gas 
ranges in use in Philadelphia,” PGW 
said in a “matchless” publicity release 
to newspapers. “96 out of 100 Philadel- 
phia housewives cook with gas.” 





NEWSPAPER ADVERTISING BY 
PHILADELPHIA GAS WORKS IN 
MATCHLESS RANGE CAMPAIGN 


The Philadelphia Gas Works’ newspaper 
advertising program that is part of the 
“matchless” campaign includes twenty in- 
sertions, distributed among the three Phil- 
adelphia dailies, aggregating 23,470 lines. 

A two-page spread, from the series, is re- 
produced on this page. 

The first three insertions, to mid-April, 
were composite ads that gave equal atten- 
tion to the Caloric, Roper and Universal 
ranges. 

The next three ads, somewhat smaller, 
featured one range in each ad. 

Starting with the May 1 ad, the brand 
to be featured in copy and illustration 
“will depend on amount of approved ad- 
vertising by manufacturers, distributors 
and dealers, in accordance with terms of 
our Cooperative Advertising Plan,” the 
PGW program noted. 
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Write for Information 











Caloric and The Philadelphia Gas Works Co. 
Ad Drive on new MATCHLESS Gas Rang 





invented 
adelphia 
» With the greatest adver- 


Sponsored in a local territory. 


Utility, manufacturer and de: 


aler 
have joined forces in an all-out intro- 
4 ductory effort which will spread 


Over a three-month Period. 
sPapers Opened 


orks Company, Caloric 
58 


and scores 


of dealers Participating. Street car 
displays, radio, television and bill- 
ards are also being used in this 
saturation campaign. 
undreds of dealers with Caloric 
Matchless Ranges connected to gas 
are giving live demonstrations of 
Super Automatic Jet Ignition. 

Here is the most exciti 
development in decades. 
Positive that well-planned cooperative 
effort on a Spectacular new develop- 
ment can stimulate &as range sales. 


ng gas range 
Here is proof 


i more infor- 
po On the “Philadelphia 
Story” of Caloric Jet lg 


9 
“J oa us a line on your 


’ is h 
letterhead and we'll furnis 
you all the facts. 


CALORIC STOVE CORP., 





12 S. 12th St., Phila. 7, Pa. 








AMERICA'S EASIEST RANGES 
TO KEEP CLEAN 


American Gas Journal, May I 952 









ran, 
tum 
son; 
5, 
of F 
able 
ing 
prin 
prog 
help 
6. 
free 
rang 
The 
rang 
book 
insta! 
the c 
(z 
than 
vertis 
durin 
deale 
tary r 
Stuffe 
prom 
Ph 
seize 
ciliti 
junct 





title 
ern 


by § 
Pani 
man 


fact 
Ga 
Co 
Rhe 
and 









SEVEN DEALER POINTS IN 
PGW RANGE CAMPAIGN 


A seven-point program that includes 
very substantial dealer support has been 
offered to Philadelphia dealers by PGW 
in collaboration with gas range manu- 
facturers who are part of the “match- 
ess” Campaign. 









1. SALES TRAINING. PGW will conduct 
a Dealer Range Training Clinic based on 
“earn by doing.” It is available to all deal- 
ers and their salesmen. Its purpose: a 
better understanding of the new gas ranges 
and their profit possibilities. 

2. LivE DEMONSTRATION. PGW will run 
a fuel line from the meter to the dealer’s 
floor free of charge and make the connec- 
tion of one “matchless” gas range, subject 
to certain conditions. 

3. DispLAY MATERIAL. Dealer display 
material will be supplied free of charge to 
all dealers selling and displaying “match- 
less” ranges, including display backgrounds, 
window streamers, bill stuffers, counter 
cards, literature and a special identifying 
symbol to be affixed to every “matchless” 
range. 

4. DEALER PERSONAL Use. PGW will 
connect free of charge any “matchless” 
range purchased by a dealer or his full- 
time appliance sales employees, for per- 
sonal use in their Philadelphia homes. 

5. DEALER DEMONSTRATIONS. Facilities 
of PGW’s Home Service Division are avail- 
able to dealers for cooking schools featur- 
ing “matchless” ranges. PGW will supply 
printed invitations for dealers’ use, prepare 
programs for distribution by the dealer, and 
help staff the demonstration. 

6. SERVICE SupPORT. PGW will render 
free adjustment service on all “matchless” 
ranges upon notification of sales by dealers. 
The utility will (1) register the customer’s 
range, (2) give the customer a free cook 
book, “Food is Fun,” (3) follow the range 
installation with a free demonstration in 
the customers’ home. 

7. ADVERTISING AND PROMOTION. More 
than $70,000 will be spent by PGW in ad- 
vertising and promoting “Matchless” ranges 
during April, May, and June, including 
dealer cooperative advertising. Supplemen- 
tary media include radio and television, bill 
stuffers, point-of-sale literature and sales 
promotional activities. 

Philadelphia dealers have been quick to 
seize the opportunity to use the PGW fa- 
cilities and material made available as ad- 
juncts of the drive. 


APPLIANCES MERCHANDISED 
ON CALIFORNIA TV 


A new weekly television program, en- 
titled “Blue Flame Theatre,” featuring west- 
ern films, premiered over KTLA in April. 

The new TV program was developed 
by SoCal and Southern Counties gas com- 
panies in cooperation with gas appliance 
manufacturers. 

Among cooperating gas appliance manu- 
facturers are Bendix, Caloric, Day & Night, 
Gaffers & Satler, General Water Heater 
Company, Hamilton, O’Keefe & Merritt, 
Rheem, Servel, Wedgewood, Western Holly 
and Whirlpool. 
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PLUMBER-DEALER PROMOTED IN 
NEW SALES TRAINING FILM 


Gas Appliance Manufacturers Asso- 


| ciation now has available a new promo- 


tional aid—a sound-slide sales training 
film in Kodachrome—especially de- 
signed to help plumber-dealers tap addi- 
tional dollars in water heater sales. 

The twenty-minute film, produced in 
Hollywood with the narration by Harlow 
Wilcox, is titled, “The Golden Stream.” 





From the film: Plumber-dealer using the 

gas industry-approved water heater 

chart to determine the correct size in his 
discussions with his prospects. 


This is the latest in a series of films 
GAMA has made available to help 


plumber-dealers sell appliances. The As- 
sociation recognizes the sales-importance 
of the plumber, who gets the first call 
when there’s water heating trouble and 
the first opportunity to recommend a 
new water heater. 

The film tells, through cartoons and 
“live” shots, how a plumber discovered 
new selling opportunities. 

On a typical call, the film shows, the 
plumber made the repair requested and 
then checked all other fixtures. He found 
the hot water was insufficient. That lead 
ended with the water heater sale. 

The film depicts the proven sales 
training methods of water heating ex- 
perts in the field rather than theoretical, 
untried procedures. 

Included with the film will be specially 
prepared releases on how to lead a dis- 
cussion and a sales-training meeting in 
conjunction with showing the picture. 

Prints of “The Golden Stream” are 
obtainable for $50 from GAMA’s New 
York headquarters. It is not available on 
loan or rental. 

Plumber-dealers may obtain prints of 
the film without cost for their own sales 
meetings by arrangements with water 
heater representatives. 
























The 1952 baseball season started with 
Brooklyn Union Gas Company in left 
field, to play actively in the game of 
merchandising gas to all ball fans who 
can read and who see the games from 
the Ebbetts Field stands, on television or 
in newspaper pictures. 

With the season just under way, re- 


LOOK AT LEFT FIELD IN BROOKLYN 





actions to this new promotion are accu- 
mulating in Brooklyn Union offices from 
favorable comments of salesmen and 
other employees who have seen the sign 
on TV or sports pages. 

How much space does it take to say 
four good words about gas in Brooklyn? 
27'4" by 9’3". 
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Playing nursemaid 
toawaterheater 
cuts everybodys profit 
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College and Industry Combine to Improve 
Gas Appliance Selling Techniques 


new perspective on retail selling, as 

a result of which I have success- 
fully completed sales which would not 
have been open to me before.” 

That is what one gas appliance dealer 
wrote after completing the pilot course 
conducted by the City College of New 
York in cooperation with Gas Appliance 
Manufacturers Association and Ameri- 
can Gas Association. 

His reaction is typical. Fifty-six men 
took the pilot courses in Newark and 
Brooklyn. They were unanimously en- 
thusiastic—to the extent that they are 
now working voluntarily to get others to 
register for further courses. 

It seems to me the success of this pilot 
program points up a tremendous oppor- 
tunity for the entire gas industry and for 
the member institutions of the Associa- 
tion of University Evening Colleges to 
improve selling efforts at the retail level. 


V news COURSE has given me a 


Summary of students’ reactions 


I almost hesitate to quote figures on 
the reaction of students to the course. 
They are almost too good to be true. 
But here are the facts: 

Forty-five of the 56 students sub- 
mitted unsigned 


by Robert A. Love 


cated that he didn’t get $27 worth. Per- 
haps he’s still using pre-war dollars. 

The classes represented a cross section 
of industry selling operations. There 
were 25 dealers, 11 utility representa- 
tives, ten manufacturer-representatives, 
three LP gas salesmen and seven distrib- 
utor-salesmen. Some—new at the game 
—said the course gave them a com- 
pletely new picture of the job of a sales- 
man, while an old timer, who has been 
selling gas appliances for 40 years, said 
it was the finest thing of its kind he has 
ever seen or heard of. 

This kind of enthusiasm leads us to 
believe that the gas industry all over the 
country will support the extension of 
this program to other cities. There are 88 
members in AUEC, covering 62 metro- 
politan areas. Many of them have al- 
ready indicated an interest in the pro- 
posed extension of the gas industry pro- 
gram, if local members of the gas indus- 
try help promote and support the project 
—a must, if the courses are to be suc- 
cessful. 


Courses maintained at college level 


The Newark and Brooklyn programs 
have proved the effectiveness of a college 





answers to a ques- 
tionnaire at the 
end of the course. 
All said they 
felt that the 
course increased 
their skill in sell- 
ing gas appliances. 
All said they 
would recommend 
the course to their 
best friends in the 
industry. 
Forty-four of 
the 45 said they 
got more than 
their money’s 
worth ($27). 


TOP MAN IN HIS CLASS—TOPS IN SALES, TOO 





Dr. Rosert A. Love is director of the 
Evening and Extension Division of the 
City College of New York School of 
Business. He 
also is chairman 
of the Commit- 
tee on Coopera- 
tion with Busi- 
ness for the As- 
sociation of Uni- 
versity Evening 
Colleges. He has 
pioneered in the 
development of 
intensive college 
training for peo- 
ple in business. 
The division which he directs at City 
College has served 60,000 individual 
students during the past five years. 


Robert A. Love 











We're still won- 
dering, though, 
about the one fel- 
low who said his 
selling had im- 
proved, that he’d 
recommend the 
course to his best 
friend, but indi- 


Dominick Troiano, center, of the Fourth Avenue Stove Works, 
Brooklyn, N. Y., receives graduation certificate from Professor 
John Wingate, chairman, Department of Retailing, CCNY, while 
H. Leigh Whitelaw, managing director, GAMA, smiles his 
approval. 

Mr. Troiano said he sold six extra ranges while still taking the 
course—using techniques he learned in the GAMA-CCNY pilot 
course in gas appliance salesmanship. 
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level course as an adjunct to the tre- 
mendous amount of fine training being 
done within the industry. This industry 
training work is important and effective, 
but there are some things that the indus- 
try cannot achieve which the colleges 
can. 

In the first place, education is our 
business. To business, education is a 
side-line, and industry training programs 
are likely to have limited objectives— 
perhaps stronger promotion of a single 
manufacturer’s product, or increasing 
the selling performance in an industry 
campaign. 

College sales training programs—such 
as our Newark and Brooklyn projects— 
are planned to raise selling performance 
levels generally. 

The educator can discuss a student’s 
personality, manner and selling attitude 
without arousing his resentment. A 
dealer or salesman accepts this kind of 
personal counseling from a college in- 
structor since he knows the instructor 
has no “ax to grind” or quota to fill. 
Dealers in many industries have told us 
that they appreciate this impartial and 
objective academic approach. 

Incidentally, manufacturer and utility 
representatives who sat in the classes in 
Newark and Brooklyn were agreeably 
surprised at the fact that the academie 
approach does not mean “long-hair.” 
Classes dealt with real selling situations, 
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received practical, down-to-earth an- 
wers to their own questions and prob- 
ims. It was possible to achieve this be- 
cause in Our pre-course planning we had 
the complete cooperation of GAMA 
and AGA executives as well as other 
members of the gas industry. 

No college by itself can put together 
, course for a specific industry, or pro- 
mote registrations on its own. Local utili- 
ies, local manufacturers’ representatives 
and local dealer associations must be de- 
sended upon to recruit students either by 
mail or word of mouth. 

We were indeed fortunate in our pilot 
programs in having the finest possible 
cooperation from the Public Service Gas 
ind Electric Company of New Jersey 
and the Brooklyn Union Gas Company. 
Both utilities sent promotional literature 
about the classes to dealers. Their repre- 
sentatives were briefed, provided with 
course Outlines and other materials to 
use in urging dealers to enroll. And, each 
utility was represented at all sessions 
so that they might evaluate the program. 

Executives of Brooklyn Union are so 
enthusiastic about the results that they 
have incorporated course registration as 
one of the big points in the biggest house- 
heating campaign in the history of the 
company. Public Service of N. J. reports 
they are going all out to recruit mem- 
bers for follow-up courses in Newark. 
Utilities and universities in several other 
cities are already beginning to schedule 
courses and promotion plans. 

We, at City College and other mem- 
bers of AUEC, have worked out train- 
ing programs for hundreds of corpora- 
tions, trade associations and industries. 

The gas industry program, which has 
had a good start, can easily become the 
greatest industry-education program ever 
established. It would go a long way 
toward achieving the aim of generally 
bettering sales performance by gas appli- 
ance salesmen and dealers. And it would 
draw attention to the progressive, en- 
lightened leadership of the industry. 





AGA Promotes Year ‘round Gas 


“Three Ways To Achieve A Greater Gas 
Industry” is the title of a new brochure 
issued by American Gas Association. The 
two-color mailing piece concisely presents 
three campaigns designed to improve gas 
utility public relations and promote year- 
round gas sales. 

Gas incinerator sales are suggested for 
building good will with dealers and con- 
sumers. Improved acceptance of gas in- 
cinerators in Cleveland, Detroit and Pitts- 
burgh in the past year is used as a pro- 
motional lever. A sales training booklet, 
“Gas Incineration Sales Maker” and a 
full color consumer sales booklet, “10 
Short Cuts to Quick Clean-Ups” are sales 
helps offered to gas utilities for promoting 
gas incineration. 
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CALIFORNIA DEALERS BENEFIT FROM COOPERATIVE PROMOTION 


Southern California Gas Company's participo- 
tion in Spring Style Show, with glamour promo- 
tion of Roper ranges, is an example of utility- 
with California 


and-manufacturer cooperation 


gas appliance dealers. SoCal’s display uses the 
Roper cut-out. The smiling face at right is on 
cut-out, not on a fully dimensioned figure, such 
as at left. 











So your boss is that Servel guy with the 
“BIG PROOF OF SUPERIORITY PROPOSITION!” 











You'll hear details soon from the SERVEL distributor. 
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GAS APPLIANCE 
INDUSTRY NEWS 













Appliance Show Space Selling Fast 
Gas Appliance Manufacturers Associa- 
tion reports that 72,000 sq. ft. of floor 
space was sold before April 1 for the ex- 
position to be held in Atlantic City Oct. 
27-31. 

The continuing manufacturers’ demands 
for exhibition space, says Harold Massey, 
manager of the exhibition, will be accom- 
modated by 2,000 additional feet of exhi- 
bition floor space. 

The biennial show, staged by GAMA 
in alternate years to coincide with the 
American Gas Association convention as 
the largest exhibition of gas appliances and 
equipment, affords manufacturers an op- 
' portunity to acquaint dealers and the gas 
industry with new developments. 


















Wall Heater Prices Reduced 


Drastic price reductions and claimed im- 
proved construction, for two models of 
“safety-sealed” gas wall heaters, have been 
announced by the heating equipment di- 
vision of Stewart-Warner Corporation. 

' The firm’s model 991-14 “Saf-Aire” 
heater, which has been priced at $134.95, 
has been reduced to $109.95; model 992-20, 
formerly $157.95, is now $134.95. 

The construction change consists of a 
switch from cast aluminum combustion 

chambers to ceramic-coated steel. 


















Tappan Promotes Webster, Kunkle 
D. T. Webster, southeastern division sales 
manager, Tappan Stove Company, is now 
manager of eastern utility sales. 

Mr. Webster, a member of the Tappan 
sales department for fifteen years, will con- 
tact city gas utilities in the New England, 
mid-Atlantic and Southeastern states. 

G. K. Kunkle, sales representative in 
southern Virginia and the Carolinas, will re- 
place Mr. Webster as district sales manager 
working with Tappan representatives in 
Maryland, Virginia, North and South Caro- 
lina, Georgia and Florida. 
































Coroaire Has Ohio Representative 
Tecca Distributing Co., Inc., 220 W. St. 
Clair Ave., Cleveland, has been appointed 
northeastern Ohio distributor for the prod- 
ucts manufactured by the appliance divi- 
sion, The Coroaire Heater Corp. 





Servel Appoints Columbus Distributor 

Luethi & Welch, Inc., Columbus, O., has 
been appointed distributor of Servel refrig- 
erators for nineteen counties in central and 
southeastern Ohio. 








W. A. WILSON has been advanced to su- 
pervisor of new business promotion, South- 
ern California Gas Co., Los Angeles. 

C. T. DIERKER is the new San Fernando 
Valley division sales supervisor, Southern 
California Gas Co., Los Angeles. 

Harry M. DRONSFIELD has been ap- 
pointed factory representative of Harvey- 





te 


Whipple, Inc., to call upon automatic heat- 
ing dealers in the western parts of New 
York and Pennsylvania. 


Whirlpool Drops Dryer Prices 
Prices on all Whirlpool automatic gas 
and electric dryers were reduced $19 to 
$24 each, effective April 21, the company 
announced. Refunds will be made to both 
distributors and dealers on any inventory 
purchased during the past 60 days. 


Mor-Sun Has New Representatives 

T. S. House and Co., 555 South Ken- 
sington Road, Cleveland, have been ap- 
pointed sales representative for Mor-Sun 
Furnace division, Morrison Steel Products, 
Inc., Buffalo. The territory covered by 
T. S. House and Co. is Ohio and northern 
Kentucky. Adams Sales Co., Waterloo, Ia., 
has been appointed sales representative. 


March Shipments of Heating Units 

Gas-fired central heating units shipped 
during March were estimated at a total of 
34,900, compared with 35,000 units in Feb- 
ruary and 3,880 units in March of the pre- 
war base period, 1936-1940, according to 
Edward R. Martin, director of marketing 
and statistics for Gas Appliance Manufac- 
turers Association. 


Prices Dropped by Detroit Stove 
Substantial price reductions on all stain- 
less steel commercial equipment have 
been announced by Detroit-Michigan Stove 
Company. 








NEW GAS APPLIANCES 
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Stone-lined water heater 


Clear, rust-free water and longer life of 
heater tanks are among the benefits claimed 
from the use of stone lining in a new line 
of automatic stor. 
age-type water 
heaters. The aggre- 
gate stone lining, 
Y% inch thick, js 
said to be 200 per 
cent more water-ab- 
sorbent than other 
forms of stone lin- 
ing. The plastic 
bond, a liner be- 
tween stone and 
steel, is said to ab- 
sorb the variance 
in contraction and 
expansion between 
the dissimilar mate- 
rials, and prevents 
cracking or other 
damage to the stone 
lining. The water 
heaters are offered 
in gas and electric fired automatic models. 
Gas-fired models, for natural, manufac- 
tured and LP gas, are available in sizes 30, 
40 and 60 gallons. Wont Rust Stone-lined 
Water Heaters. R. J. Holkenburg, The Hot- 
stream Heater Co., 2363 E. 69 St., Cleve- 
land 4. 








Look excited! As if he were 


telling you about “SERVEL’S 


PROPOSITION!” 











BIG PROOF OF SUPERIORITY 
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You'll hear details soon from the SERVEL distributor. 
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AUTOMATIC GAS 
WATER HEATER 


The simplicity of the design of the new REX “XL” 
AUTOMATIC GAS WATER HEATER is alluring. The 
eye of the artist sees in it the fullest possible ex- 
pression of his ideal. 

It is a water heater that contributes automatically 
and economically to the comfort of the home by 
giving an ample supply of hot water at the desired 
temperature. 

It is a water heater that brings beauty, new free- 
dom and greater satisfaction to the home. 


Salient REX ““XL” Features 


OUTSTANDING IN DESIGN. Pleasingly round, slightly ornamental, 
low contour are features of the new REX “XL” AUTOMATIC WATER 
HEATER; making it suitable for the kitchen, utility room or recreation 
basement. 


ECONOMICAL IN OPERATION. A thick layer of insulation, covering 
sides as well as top, keeps the water hot. The REX Burner properly ad- 
justed, is an assurance that every cubic foot of gas is effectively used. 


PRACTICAL TO USE. The temperature of the water may be adjusted 
to suit the convenience of the user. 


DOUBLE EXTRA-HEAVY STORAGE TANK. Made of copper-bearing 
steel, galvanized with virgin spelter, and protected for long life with 
an “Elno” Anodic Rod. The tank is of the floating type—every inch of 
its surface is subjected to heat. 


SAFE TO USE. A 100 per cent Safety Pilot cuts off the gas supply to 
the main burner and the pilot should the pilot extinguish. A Tempera- 
ture and Pressure Relief Valve makes the REX “XL” safe to use in any 
home. 


BUILT TO LAST. In every detail of construction, design and choice of 
materials particular care has been taken to build a water heater that 
will give the most satisfactory service for years to come at consistently 
low operating cost. 


EASY TO INSTALL. Its compact design makes installation easy. 


EASY TO SELL. Available in six sizes: 20, 30, 40, 50, 60, and 75-gallon 
capacity. There is a size for every home. Moreover, it has all the fea- 
tures the housewife could demand. 


Without Exaggeration the REX ““XL’*° AUTOMATIC GAS 
WATER HEATER moy be called the Ultimate in Automatic 
Hot Water Service. 














THE CLEVELAND HEATER CO. 
2310 Superior Avenue Cleveland 14, Ohio 
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Gas range, electric ignition 


A new gas range, adaptable to natural, 
manufactured, mixed or LP gases, features 
automatic electric ignition of burners, oven 





and broiler. This range has three standard 
and one extra-sized top burners that are 
said to give even heat distribution under 
any utensil. The oven, 20” x 16” x 1442” 
is of one-piece, porcelain-lined design, sur- 
rounded by a two-inch glass fiber insulat- 
ing blanket. Two removable, locking and 
non-tilt racks are included. The glass oven 
door folds down; the oven is lighted. The 
broiler is of the slide-out, drop-front type. 
Standard equipment, a Telechron clock is 
combined with a four-hour interval timer. 
Norge Model N-19 Gas Range. Norge, 
Merchandise Mart Plaza, Chicago 54. 


New range features 


The manufacturer of the Tappan Range 
announces that a new series has “lift-off” 
oven doors that are easily removed, with- 
out tools, to give easy access to the back 
and sides of the oven. Another improve- 
ment is the “full-out” broiler drawer that 
comes out the full length of the broiler 
pan, clearing the front of the range. The 
top model of this new series provides a 
“pres-toe” broiler which makes it possible, 
in a standing position, to withdraw the 
broiler drawer from the range by pressing 
a foot pedal. The same model has a pot lid 
basket in a storage compartment that rolls 
on Nylon rollers. Tappan Super-Sixty Se- 
ries. Tappan Stove Co., Mansfield, O. 


Deep fat fryer 
A new heavy-duty deep fat fryer espe- 
cially designed for lunch counters, dining 
cars, coffee shops, tea rooms and other 
medium sized kitch- 
ens, has just been 
announced. It is 
available in counter 
or floor models, has 
a frying capacity of 
about 60 servings 
an hour and can 
handle one food or 
ten, large quantities 
or individual serv- 
ings. The body is 
one-piece welded steel in cabinet style. 
Frialator Model 12. J. C. Pitman & Sons, 
Inc., Concord, N. H. 





It's that Servel man 
with the “BIG PROOF OF 
SUPERIORITY PROPOSITION!” 





























You'll hear details soon from the SERVEL distributor. 
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STEWART(e 


It's economical .. 


you can handle! 


S Important —YES! With 

every new, years-ahead fea- 

ture ... guaranteeing dealers as never 

before “extra” equipment flexibility 
for hundreds of heating needs. 

Easy to install . . . no chimney, no 
ducts, no electricity required. Easier 
to maintain with no moving parts to 
wear out or replace. These new 
“Safety-Sealed” units bring clean, 
zone controlled automatic gas heat to 
a room, suite or an entire building. 

Exclusive, revolutionary “Safety- 
Sealed” construction seals all combus- 
tion air and products from contact 
with heated room air. Expels all com- 
bustion products outside—through the 
wall. 

Operation is silent, dependable— 

with either natural, manufactured or 
LP gas. Individual requirements are 
suited exactly from manual or ther- 
mostatic controls. 
WRITE NOW for complete, free infor- 
mation and specifications. Stewart- 
Warner Corp., South Wind Division, 
Dept. C- 1514 Drover Street, Indi- 
anapolis 7, Indiana. 


GAS HOME HEATING 


5) Approved by American Gas Association 
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GARLAND 


Launches 1952 National 
Advertising Campaign with 


FULL PAGE COLOR ADS 
IN 18 MAGAZINES 


Industry’s hardest-hitting cam- 
paign! Concentrated on prospects 
who are ready to buy now for: 





® Restaurants @ Drug Stores 

® Hospitals ®@ Variety Stores 

® Schools ® Department Stores 
® Institutions @ L-P Gas Installations 
® Hotels ® Marine Field 


The 1952 Garland campaign is 
selected and directed to reach not only 
the largest potential market—but also 
the major buying influences within 
each market! Garland advertising 
delivers you more “‘ready-to-buy”’ 
customers because Garland pin-points 
prospects with an exclusive story 

of value, prestige and dependability 
that is unequalled! 


Yes, again in 1952 as in 
previous years, Garland leads 
the field with more down-to-earth 
selling support for its dealers, 
and for the gas industry. 
First in advertising, as in 
acceptance, performance 
and profit possibilities. 

Sell Garland, the line 
that pre-sells more 


“ready-to-buy” customers! 
Sell the Line of the Leader! 


Heavy Duty Ranges ¢ Restaurant Ranges Broiler Roasters * Deep Fat Fryers « 
Broiler-Griddles ¢ Roasting Ovens © Griddles * Counter Griddles * Dinette Ranges 


DETROIT-MICHIGAN STOVE CO., DETROIT 31. MICHIGAN 


PRODUCTS 
Ree aa 
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Whether you install 2 or 2,000 Lancaster Metal Rim 
Diaphragms, you can be sure of consistently high quality 
performance in your meters. This is important for sus- 
tained meter accuracy and service... and it is another 
reason why so many meter shop men prefer to replace 
with Lancaster Metal Rim Diaphragms. Write for a sam- 
ple and see why there is no substitute for Lancaster 


quality. 


METER PARTS CO. 





AMENDED STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, AND CIRCULATION’ RE- 
QUIRED BY THE ACT OF CONGRESS OF AU- 
GUST 24, 1912, AS AMENDED BY THE ACTS 
OF MARCH 3, 1933, AND JULY 2, 1946, of 
American Gas Journal, published monthly except 
August when semimonthly at Brattleboro, Vt., 
for October 1, 1951. 

1. The names and addresses of the publisher, 
editor, managing editor, and business manager are: 
Publisher, Elliott Taylor, 205 E. 42nd St., N.Y.O. 
a8 Editor, Elliott Taylor, 205 E. 42nd St., N.Y.C. 


2. The owner is: (If owned by a corporation, its 
name and address must be stated and also imme- 
diately thereunder the names and addresses of stock- 
holders owning or holding 1 per cent or more of total 
amount of stock. If not owned by a corporation, the 
names and addresses of the individual owners must 
be given. If owned by a partnership or other unin- 
corporated firm, its name and address, as well as that 
of each individual member, must be given.) Ameri- 
can Gas Journal, Inc., 205 E. 42nd S8t., N.Y.C. 17; 


Fstate of E. Holley Poe, 1 Wall St., N.Y.C. 5; El- 
liott Taylor, 205 E. 42nd St., N.Y.C. 17. 

3. The known bondholders, mortgagees, and »ther 
security holders owning or holding 1 per cent or 
more of total amount of bonds, mortgages, or other 
securities are: None. 

4. Paragraphs 2 and 3 include, in cases where 
the stockholder or security holder appears upon the 
books of the company as trustee or in any other 
fiduciary relation, the name of the person or cor- 
poration for whom such trustee is acting; also the 
statements in the two paragraphs show the affiant’s 
full knowledge and belief as to the circumstances 
and conditions under which stockholders and secu- 
rity holders who do not appear upon the books of 
the company as trustees, hold stock and securities 
in a capacity other than that of a bona fide owner. 

ELLIOTT TAYLOR, Publisher. 

Sworn to and subscribed before me this 15th day 


of April, 1952. 
(Seal) EUGENE JELINEK 
(My commission expires March 30, 1953.) 
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CLASSIFIED 





ENGINEER-DESIGN 


Experienced in gas plant design for extensive 
program of new construction and improvement 
to present plant facilities by large eastern gas 
manufacturing company. Salary commensurate 
with experience. Address Box 243, c/o American 
Gas Journal, 205 E. 42nd St., N. Y. 17, N. Y. 





FOR SALE 


One 20” Semet-Solvay hydraulically op- 
erated three-way back run valve. 
One 16” Semet-Solvay hydraulically op- 
erated three-way back run valve. 
One Sturtevant 8-S Blower 6,000 cu. ft. 

of air per minute against 42” water 

column. Electric motor and reduced 

voltage starter. 

This equipment is used but in good condition. 
Offered for sale at approximately 60% discount 


from original cost. Address: Manager—Water, 
Gas and Electric Department, Danville, Ve. 
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SIMPLICITY 


EFFICIENCY 





ECONOMY 


... that’s what you get when you specify 
WIGGINS GASHOLDERS for chemical process 
and industrial gases. 

The absolutely dry, frictionless seal of 
the WIGGINS GASHOLDER is gas-tight and 
impermeable. Can’t freeze or “Shang up” 
—there’s no water—no tar—no grease. 
No complicated mechanism. No gadgets. 


WIGGIN 
7 \-10]-a-) 2 1S) 


AGENERAL/ 


iy 


by GENERAL AMERICAN 


No operating costs. No maintenance costs. 
Ask us about installations made from 
coast to coast for economy-minded 
process engineers—men who know that the 
Simplicity of the WIGGINS GASHOLDER 
in operation always results in Efficiency 
and Economy. 
Send for Bulletin WG-22! It’s written for you! 


GENERAL AMERICAN TRANSPORTATION CORPORATION 
135 South La Salle Street, Chicago 90, Illinois 


Offices in all principal cities 
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Sprague Meters are designed for 
service — accurate, long time serv- 
ice that can be maintained with a 
minimum of time and expense by 
even the smallest shops. These built 
in features mean guaranteed sav- 
ings to you. A Sprague Meter is 
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always a good investment, particu- 
larly so with future maintenance 
costs in mind. Diligent attention to 
this problem in the design of 
Sprague meters keeps them in the 
field for long periods of trouble-free 
efficient service. 








SPRAGUE’S THE Buy! 
LONG LIFE, PERFORMANCE 








Interchangeable tops for 
standard or combination 
meter and regulator. 





Metal-flanged diaphragms 
and tins-one complete unit. 


"2 


One valve—one valve seat. 










Simple external adjustment. 


